The purpose of this study was to examine the predictive utility of self-image congruence in spectator sport consumption. Specifically, the effects of self/team follower image congruence (STFIC) were investigated on various types of behavior by spectator-sport consumers and on team loyalty. The theory of self-image congruence posits that consumers make decisions depending on the degree of congruence between their self-image and the perceived stereotypical image of the users of a specific product or brand. Spectators (N‫؍‬ ‫)062؍‬ at two professional basketball games completed a questionnaire that included STFIC, consumption behavior (i.e., attendance frequency and media consumption) and team loyalty. A set of regression analyses suggested that attendance frequency, media consumption (i.e., watching televised games and visiting teams' Websites), and team loyalty (i.e., re-attend intention, word-of-mouth intention, and ticket-price resistance) were, significantly, functions of STFIC. Study results implicated the significance of self-image congruence in predicting spectators' varying team-relevant consumption behavior and team loyalty. For sport managers, the matching of consumers' selfconcept and a team personality could be critical in enhancing attendance and team loyalty.
Introduction
Increasing fan attendance and developing a loyal fan base are always critical issues in the spectator sport industry. Given that the revenue sources of professional sports franchises have become so diversified (e.g., ticket sales, parking, concessions, merchandise sales, sponsorships, and media rights) (Howard & Crompton, 2003) , their marketers imperatively need to understand the consumer behavior of their fans. In a quest to better understand the fan behavior and then to incorporate this understanding into sport marketing, this study examines the role of self-congruity (Sirgy, 1982 (Sirgy, , 1986 on the behavior of spectator sport consumers.
A growing body of consumer behavior research suggests that purchasers buy products or services that have symbolic meanings matching the buyers' selfimage (Govers & Schoormans, 2005; Graeff, 1996; Jamal & Goode, 2001; McCracken, 1986; Sirgy, 1982; Sirgy et al., 1991) . The idea of image-matching between one's self and a personified brand has been well studied within the theory of self-image congruence (or self-congruity) (Kressmann et al., 2006; Sirgy, 1982 Sirgy, , 1986 . The theory postulates that consumers' decisions depend on the degree of congruency between their self-image and the perceived stereotypical image of the specified product or the brand's users. For example, if the image of a given sport team provides an individual with a positive value for relevant self-image, the positive value will be attributed to favorable behavioral (e.g., ticket purchases and media consumption) and attitudinal outcomes such as team loyalty.
Although the notion of image congruence has received extensive attention from consumer behavior researchers (Sirgy, 1986) , and the theory offers an intuitively valid explanation for spectator sport consumer behavior, few study has examined the role of self-congruity either within spectators or fans, or for its affect on team loyalty (c.f., Kang, 2002; Kressmann et al., 2006) . There has also been a call for studies to investigate the utility of self-congruity theory in spectator sport settings (Kang, 2002) . This study examines the role of self-image congruence on teamspecific consumption behavior (i.e., attendance frequency and media consumption) and on team loyalty.
Theoretical Background

Self-congruity Theory
Self-congruity theory asserts that consumer behavior is partially determined by the degree of congruence of the product-or brand-user image and the consumer's self-concept (i.e. actual self-image, ideal self-image) (Sirgy, 1982) . Such image-matching leads to high selfcongruity when the consumer perceives the productuser image to match that of his or her self-image. According to the theory, consumers hold images (symbolic meanings) of themselves, of products, and of consumers who purchase and use certain products (Aaker, 1996; Graeff, 1996) . Likewise, consumers' personalities can be defined, maintained, and enhanced through the products they purchase and use (Graeff, 1996) .
The underlying rationale for the theory is the need for self-esteem and self-consistency (Aaker, 1997; Malhorta, 1981 Malhorta, , 1988 Sirgy, 1982) . According to the self-concept theory, people act in ways to decrease the discrepancies between their actual self and ideal self to maintain and enhance their self-concept (Rosenberg, 1979) . People also behave in ways that are consistent with how they see themselves. Therefore, an individual is satisfied when a product is perceived to have an image that is consistent with his or her self-concept. Likewise, high self-congruity enhances the consumer's positive evaluation on the product (Graeff, 1996; . Therefore, consumers try to evaluate and buy products whose brand-user image matches their self-concept (actual self, ideal self) (Sirgy, 1982) .
While the term self-concept has long been considered from various perspectives, the consumer behavior domain defines it as one's belief in the images that an individual has about one's self (Sirgy, 1982 (Sirgy, , 1986 . Sirgy (1982) argued that the images encountered with product cues (e.g., names, logos) activate relevant self-image beliefs. The self-image beliefs evoked by product cues affect the perceived value or meaning of a product image. If the brand image of a certain sport team provides an individual with a positive value for the relevant self-image, the fan will have a more favorable attitude and behavior toward the team.
The concept of self-congruity theory in consumer research has emerged from the notion of symbolic purchase. According to Gardner and Levy (1955) and Levy (1959) , consumers are not always functionally oriented and their purchases are significantly influenced by the symbolic value of products and brands perceived in the marketplace. The symbolic meaning, associated with brands (including teams), is often expressed through the consumption and use of brands (McCracken, 1986) . Therefore, by purchasing and using specific brands, people express the identity that satisfies them. The theory suggests that people do not purchase products solely for their functional attributes or physical benefits (Graeff, 1996) . In the context of spectator sport consumption, supporters can express their fan identity by attending games and watching them on television.
Based on Levy's (1959) proposition, the symbolicpurchase phenomenon has long served to enlighten consumer behavior researchers about the precise role of consumer's self-concepts on consumption behavior. In an early study, Grubb and Grathwohl (1967) conducted research that supported the idea that congruence between self-perception and product-user image positively influenced brand selection. They found that consumers were motivated to purchase and use certain products in an effort to enhance or maintain their selfconcepts. Following Grubb and Grathwohl's study, a number of empirical studies have been undertaken to investigate the role of self-concept/product-image congruence in brand preferences, evaluations, and purchase intentions (e.g., Delozier & Tillman, 1972; Dolich, 1969; Ericksen & Sirgy, 1989; Graeff, 1996; Grubb & Hupp, 1968; Grubb & Stern, 1971; Jamal & Goode, 2001; Sirgy, 1982) .
Self-congruity and Loyalty
According to self-congruity theory, people are highly motivated to act in ways that protect their established self-concept (Epstein, 1980) . Some researchers have suggested that consumers' need for self-consistency motivates consumption behavior and brand loyalty (Ericksen & Sirgy, 1989 , 1992 Malhorta, 1988; Mangleburg et al., 1998; Sirgy & Samli, 1985) .
Likewise, some empirical studies have documented that self-congruity plays an important role in consumer loyalty (Kressmann et al., 2006; Sirgy & Samli, 1985) .
In the literature on consumer behavior, several studies have been conducted to explore the relationship between self-congruity and consumer loyalty. For example, Sirgy and Samli (1985) found a positive relationship between self-image/store-image congruity and store loyalty. Although their study examined the loyalty to a retail store, the findings identified the potential utility of self-congruity to predict brand loyalty as well. In a recent study, Kressmann et al. (2006) tried to establish a direct link between selfcongruity and brand loyalty. They found that the selfimage congruence had both a direct and an indirect affect on brand loyalty. The findings from both studies supported positive associations between self-congruity and loyalty. Therefore, based on the literature, it is conceivable to expect that fans that identify their selfconcept congruent with a stereotypic image of the team followers would likely attend more games and report more favorably on team loyalty.
Self/Team Follower Image Congruence
Our study seeks to investigate the predictive validity of self-congruity in the behavior of spectator sport consumers and team loyalty. However, few studies have applied the notion of self-congruity theory to the participant-sport consumption setting. For example, Kang (2002) developed a decision-making process model that integrated self-image congruence (i.e., actual and ideal), attitude, and intentions towards a given sport-consumption setting. Specifically, the study used self/participant-image congruence as a main construct which refers to the image congruence between self and stereotypical participant's image in a given context of participant-sport service (i.e., private health club and indoor skiing resort). Findings indicated that both actual and ideal self/participantimage congruence are significant in one's decision to initiate membership or participation.
Building upon previous research, the current study used the term "self/team follower image congruence", and defined it as the image congruence between one's self-concept (actual self and ideal self) and her/his perceived image of the stereotypic team followers.
Method
The Korean Basketball League
This study draws upon the opinions of spectators at games played in the Korean Basketball League (KBL), a professional league established in 1997 in Korea. As of 2007, the league had ten teams in nine cities (Seoul with two franchises) and the seasons, including playoffs, have lasted six months (www.kbl.or.kr). The KBL recently initiated all-star games with the Chinese Basketball Association (CBA) (FIBA, 2007) . Although the league has been reported to be continuously growing since its inauguration, five teams have been sold because of the financial problems of their sponsoring companies.
Pilot Study
Before collecting data for this study, a pilot study (Nϭ66) was undertaken for several purposes. Since some of the questions (i.e., SFTIC) were translated into Korean and the data were collected at the arena during a professional basketball game, the pilot study focused on evaluating comprehensibility, appropriate wording, and time spent on answering. Data for the pilot study were collected at a Korean Basketball League (KBL) game during the 2003-2004 season, using convenience sampling. The questionnaire included self/team follower image congruence (STFIC) (i.e., actual STFIC and ideal STFIC), attendance frequency, media consumption behavior (i.e., website visit and TV viewing), and team loyalty (i.e., re-attend intention, word-of-mouth intention, and ticket-price resistance). The reliability of the questionnaire was checked, using Cronbach's alpha, and showed high reliability, ranging from 0.88 to 0.75. Findings satisfied the purposes of the pilot study and the questionnaire was finalized accordingly.
Sample and Data Collection
Cross-sectional data (Nϭ284) from two KBL games were used for the main study. During the [2003] [2004] season, one game each in two different metropolitan cities was randomly selected (Seoul and Daegu). The analyzed data were from questionnaires completed by a total of 260 spectators. Trained graduate students distributed questionnaires (with clipboards and pens) to spectators, alternating sections and seat locations (general-admission seats, floor seats, and seats of season-ticket holders) for a mix of fans. The same data collection protocol was used in both arenas. The survey questionnaires were distributed from an hour before the game and continued until 15 minutes before the tip-off. A free pen (with the university logo) was given to respondents for their participation. A brief description of the study and the instructions for completing the survey were included with the questionnaire. Time to complete the questionnaire was approximately 10 to 12 minutes.
Questionnaire
Besides gathering background information about the spectator, the questionnaire dealt with (1) self/team follower image congruence, (2) attendance frequency, (3) media consumption, and (4) team loyalty.
Self/team follower image congruence
A four-item STFIC scale was adopted from Kang's (2002) self/participant-image congruence scale. Based on the study of Sirgy et al. (1997) , Kang used a direct measure to gauge the degree of image congruence between self-images and stereotypical images of sport participants. Sirgy and his colleagues contended that a traditional method of measuring self-image congruence had limitations, such as using discrepancy scores, possible use of irrelevant images, and the possible use of a compensatory decision rule. In order to address potential measurement problems with a traditional method, they proposed a direct measure of self-image congruence. Using their new method, respondents conjure up product-user images instantly, rather than through the use of predetermined images. They then compared the predictive validity of the two methods, and their findings showed a high predictive validity of the new method (direct measure) over and beyond the traditional one (indirect measure).
Therefore, as suggested by Sirgy et al. (1997) , the present study utilized a direct measure to gauge both actual-STFIC and ideal-STFIC. One item for the actual-STFIC asked: "How much does your own actual self image (who do you think you actually are) and the perceived overall image of the typical team follower overlap?" The ideal-STFIC asked: "How much does your own ideal self-image (who you want to be) and the perceived overall image of the typical team follower overlap?" The answers were marked on a five-point scale from "not at all" to "nearly overlap." Another item for actual-STFIC and ideal-STFIC asked the same question using an eight-point scale represented with both diagrams and text. Using both text-based and graphic instrument has been shown to be highly reliable (Kang, 2002) and easy to administer.
Attendance frequency
Attendance frequency was measured by a single item that asked respondents, "How many games did you attend last season to support your team?" (1ϭonce or less, 2ϭ2-3 times, 3ϭ4-5 times, 4ϭ6-7 times, 5ϭ8-9 times, 6ϭmore than 10 games).
Media consumption
Respondents' weekly media consumption behavior measured by two items: "How often do you watch a television program regarding your supported team?" and "How often do you visit your supported team's website? (1ϭNever, 2ϭonce/wk, 3ϭ2-3 days/wk, 4ϭ 4-5 days/wk, 5ϭ6-7 days/wk). The responses were added to create a composite score, which reflected the respondents' overall media consumption behavior on behalf of their supported team.
Team loyalty
The measures for team loyalty was adapted from Chaudhuri (1999) and gauged by three items: "I intend to attend a future [team's name] game," "I would recommend attending a [team's name] game to my friends and family," and "If ticket prices increase, I would still attend [team's name] game." Responses were entered on a 7-point Likert-type scale (1ϭstrongly disagree, 7ϭstrongly agree).
Data analysis
A set of multiple regression analyses was conducted, utilizing the SPSS 14.0 program to examine the effect of STFIC on attendance frequency, media consumption behaviors, and team loyalty. Cronbach's alpha coefficients were used as reliability estimates for actual-STFIC, ideal-STFIC and team loyalty. sample was comprised of 48.7% females (nϭ125) and 51.3% males (nϭ134). The bulk of the respondents were between 19 and 24 years old (59%), followed by the 25-to 29-year-old group (18%), the 15-to 18-yearold group (12%), and the remaining 10% were over 30 years old. Half of the respondents were college students (50%), while 28% indicated they were full-time employees, and 18% stated that they were high school students.
Results
Descriptives and Reliability
About 29% of the respondents reported that they had attended a game once or not at all in the past season, with 23% of the sample noting that they had attended between two and three times. Another 20% stated that they had attended between four and seven times, and the remaining 28% reported having attended eight or more times during the past season.
In terms of the image congruency between self and the team followers, the mean of actual-STFIC was 4.38 (SDϭ1.48) and the mean of ideal-STFIC was 4.57 (SDϭ1.54). The means for each item of team loyalty (i.e., re-attend intention, word-of-mouth intention, and ticket-price resistance) were 5.81 (SDϭ1.35), 5.39 (SDϭ1.48), and 4.69 (SDϭ1.69), respectively. Table 2 presents the range, mean, standard deviations, and zeroorder correlations of measured variables. A moderate correlation was found between actual-STFIC and ideal-STFIC (rϭ0.63, pϽ0.01). Positive relationships were evidenced between attendance frequency and each item of team loyalty (correlation coefficients ranged from.27 to.43, all significant at pϽ0.01). In addition, two measures of media consumption (e.g., TV viewing and website visit) were positively correlated (rϭ0.39, pϽ0.01). Finally, actual-STFIC and ideal-STFIC were positively associated with attendance frequency, media consumption behavior, and team loyalty. Reliabilities of the actual-STFIC, ideal-STFIC, and team loyalty scale, assessed using Cronbach's alpha coefficient, were 0.87, 0.91, and 0.77, respectively.
Difference Tests by Gender
Difference tests were utilized to further analyze the potential gender differences in STFIC and other criterion measures. A one way ANOVA revealed no significant gender differences for the following dimensions: actual-STFIC [F(1, 257) 
Effect of STFIC on Attendance Frequency, Media Consumption, and Team Loyalty
A set of hierarchical regression analyses was conducted to examine the predictive utility of actualand ideal-STFIC in separately accounting for variances in attendance frequency, media consumption behavior, (52) 125 (48) 258 (100) Occupation Junior-high school students 31 (12) 15 (6) (52) 125 (48) 259 (100) Past season attendance frequency Once or less 34 (13) 40 (15) 74 (28) 2-3 times 33 (13) 27 (10) 60 (23) 4-5 times 20 (8) 18 (7) 38 (15) 6-7 times 12 (5) 3 (1) 15 (6) 8-9 times 17 (7) 19 (7) 36 (14) 10 times and more 17 (7) 18 (7) 35 (14) Total 133 (52) 125 (48) 258 (100) Media consumption-TV None 9 (4) 21 (8) (50) 121 (50) 244 (100) and team loyalty. Gender and age were entered in the first block as covariates, and actual-STFIC (ideal-STFIC) was entered in the second block. 
Discussion
The purpose of the current study was to explore the predictive utility of self/team follower image congruence as a predictor of various types of behavior by spectator-sport consumers and of loyalty. Although some reports in consumer behavior research have examined the role of self-image congruence on various consumption phenomenons, no prior study has attempted to explore its utility to predict the behavior of spectator sport consumers (c.f., Kang, 2002) . Therefore, the current study seeks to broaden our knowledge about fan behavior from the perspective of consumer behavior by utilizing the self-image congruence theory. 
Theoretical Implications
The findings of this study suggest the importance of self-congruity in predicting spectator sport consumer behavior. Specifically, both actual-and ideal-STFIC explain an additional and unique variance of attendance frequency, media consumption behavior (e.g., viewing television and visiting Websites), and team loyalty (e.g., re-attend intention, word-of-mouth intention, and price resistance) beyond demographic variables (e.g., age and gender). Respondents who reported higher degree of image congruence with team followers' image indicated they attended more games per season, followed their team more through the media, and expressed higher loyalty to their supported teams.
Although the current study is the first known attempt to investigate the effect of self-image congruence on spectator sport consumption, these results are in line with most of the work in consumer behavior research. Previous research consistently documented the significance of self-image congruence on various types of consumer behavior, such as brand evaluation, product preference, and loyalty (Govers & Schoormans, 2005; Jamal & Goode, 2001; Kressmann et al., 2006; Sirgy et al., 1991) . By purchasing and using brands that project images similar to those of the buyer's selfconcepts, a consumer can express at least one of his or her identities (Aaker, 1996) . Moreover, in this study, individuals with higher image congruence had significantly higher team loyalty, such as demonstrated by re-attend intention, word-of-mouth intention, and price resistance than those with lower image congruence. Therefore, the findings of the current study are in line with previous studies that linked selfimage congruence and loyalty (Kressmann et al., 2006; Sirgy & Samli, 1985) .
Our study found no gender differences in terms of STFIC, attendance frequency, or team loyalty. However, significant differences between males and females were observed in media consumption behavior. Males reported watching more TV and visiting team Websites more often than females. This is also in line with previous finding that males prefer watching contact sports (i.e., basketball) more than females do (McDaniel, 2004; Sargent et al., 1998) . Although previous research has suggested that females prefer watching stylistic sports (e.g., figure skating) more than males, more studies in this area should be conducted to further examine potential gender differences in sport consumption through various media. Furthermore, multi-item measures should be incorporated to better identify different media-consumption patterns (i.e., intensity and frequency of consumption, variety of media platforms, etc.).
Practical Implications
Overall, our findings suggest that STFIC has utility for researching behavior of spectator sport consumers. The results from this study imply that STFIC can be useful in predicting fan and spectator decisions regarding team-consumption behavior and team loyalty as well. From a practical standpoint, the current study implicates the importance of congruent images between fans and teams for building and maintaining a loyal-fan base. Specifically, identifying a target segments' image dimension or personality seems to be important to match the self-concept of the fans. Therefore, marketers should conduct market research to find an image profile for the team that is consistent with that of their target segments. Given that the KBL league is a newer brand compared to other existing professional leagues in Korea (i.e., soccer and baseball), identifying a desirable image profile and subsequently building communication strategies around it will make it easier to close the perceived gap between casual fans' selfconcept and stereotypical team followers' image. Thus, it is suggested that managers should institute various marketing activities (e.g., promotion efforts) to strategically position their team characteristics to match their target fans' self-concept.
Managers should also realize that fans' selfcongruity is directly associated with their team loyalty. Highly self-congruent fans reported that they intend to attend another game-even if ticket prices increasedand to suggest to their friends that they also support the team. Given that competition within a country between other domestic sports leagues (e.g., soccer and baseball) and across national borders for the same sports (e.g., the KBL the NBA) is ever increasing, managers might well be advised to recognize selfcongruity as an important construct to maintain and increase consumers' team loyalty. Thus, managers should try vigorously to enhance image congruence between fans and the team. Doing so might further fans' sense of belonging to a team, which would subsequently contribute to team-relevant consumption.
Limitations and Future Directions
Some limitations of the present study need to be addressed. Although participants were recruited from spectators at actual professional basketball games, participation was voluntary and the sampling procedure was not random. Therefore, the sample is not representative of the spectator population. The findings cannot be generalized to fans in other cities or other types of sports or different basketball leagues. Thus, future studies should draw more diverse samples, replicating this study in different types of sports (e.g., soccer or baseball) or in different leagues in other regions (e.g., JBL or CBA).
Another consideration in evaluating our results concerns the direct measurement of the self-image congruence. Although the direct measure of self-image congruence uses a parsimonious scale and is more predictive than traditional (i.e., indirect) measures (Sirgy et al., 1997) , one can argue that it is difficult to identify which image dimension accounts for congruity (Kang, 2002) . Even though the current study supports that self-congruity helps predict various types of behavior by spectator sport consumers and loyalty, it is difficult to identify what image profile(s) managers should target (c.f., Kang, 2002) . Thus, future studies need to incorporate relevant image dimensions for measuring self-image congruence to further identify which image characteristics are responsible for which outcome variables (c.f., Kressmann et al., 2006) . Conducting a pilot study might address the potential problem of using irrelevant or otherwise inappropriate image dimensions.
Given that the amount of variance predicted ranged from 8% to 19% for dependent variables in this study, it seems obvious that other relevant factors should be included in the model to better predict spectators' consumer behavior. Although the primary focus of this study was to investigate the predictive utility of self-congruity in spectator sport consumption setting, it would be interesting to further examine the relationships between self-image congruence and some other theoretically relevant constructs. Previous studies have well documented the marketing consequences of various fan and team relationship paradigms (e.g., fandom and team identification) (Funk & James, 2001; Gwinner & Swanson, 2003; Madrigal, 2001; Wann et al., 2001) . Therefore, incorporating other theoretically relevant constructs and comparing their relative valence on predicting team-relevant consumption behavior would be an interesting avenue for future investigations. Further, more research in this area is needed to examine the utility of self-image congruence in other aspects of team-consumption behavior. For example, given that the image congruence theory is grounded in the notion of "symbolic purchase", investigating team-licensed merchandise consumption seems to offer implications in both theory and practice.
Overall, this study sheds light on fan behavior research by first examining the predictive utility of selfcongruity in spectator sport consumption. Specifically, this study broadens the self-congruity literature by linking self-congruity to the behavior of spectator sport consumers and to team loyalty. The study also suggests that support for a specific team could be explained by the notion of symbolic purchases (i.e., image-matching) (Sirgy, 1982) , and that types of team-specific consumption behavior (e.g., game attendance and media consumption) and team loyalty could be enhanced by striving for a closer congruity between spectators' self-image and the team image.
